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NILAWAN MEEDECH: STRATEGIES AND EFFECTIVENESS OF EXPERIENTIAL MARKETING
COMMUNICATIONS OF TRUE CORPORATION PLC. THESIS ADVISOR: SUWATTANA

VONGGAPAN, 200 PP.

The objectives of this research are (1) to study about the stralegies of experential marketing
communications of True Corporation Plc. (2) to study the satisfactions of participating in True Corporation Pic.'s
experiential marketing communicalion activities (3) lo study the attiludes lowards True Corporation Plc.'s expeariential
marketing communication activities (4) lo study aboul the images of True Corporation Pic. And (5) to shudy the
relationship batween the satisfactions, attitudes and images of True Corporation Plc. This research will be dividad
into 2 parts. Parl 1 is qualitalive research aboul “Strategies of expenential marketing communications of True
Corporation Ple.” The primary data was gathered from in-depth interview with persons who imvolved in expeariential
marketing communications of True Corporation Plc. while the secondary data was collected from documents,
articles, relevant ressarches and researcher's observations. Part 2 “Satisfactions, affitudes and images of Trua
Corporation Plc.” is a survey research using guestionnaire as a tool to collect the data from public by 400 target
consumers in order o measure the effectiveness of expenential marketing communications of Trua Carporation Ple.

The result of Part 1 shows thal the strategies of experiential marketing communications of True Corporation
Plc. are varied depending on any kind of activities. (1) Strategies usad in www.trueworld net are ‘content and
lifestyle strategy’ and “interaction between user and website sirategy’ (2) strategies used in www.truslife.com are
‘building the new world strategy’ and “avatar chat strategy’ and (3) strategy used in true coffes is ‘Uniquenass in
avery branch strategy’”.

The Part 2 research on satisfactions, attiludes, and images of True Corporation Plc. found that

1. The sample has (1.1) moderate level of salisfaction on www.trueword.net, {1.2) moderate level of
salisfaction on www. lrueworld.net and (1.3} high kevel of satisfaction on true coffes

2. The sample has posilive atlitude towards experiential marketing communication activities amanged by
True Corporation Ple. which represented moslly by relaxation from activities and the likable in activilies

3. The sample has positive image towards True Corporation Ple. which represented mostly by modem image
and enthusiasm image

4. The satisfaction of participating in True Corporation Plc.'s expenential marketing communication activities
and attitude towards experiential marketing communications activilies were positively comelated in high
lavel.

5. The salisfaction of participating in Trug Corporation Plc.'s experiential markeling communication activities
and image towards True Corporation Plc. were positively comelated in high level.

6. The alilude lowards experiential marketing communicalions activiies and image towards True

Corporation Plc. were positively comelated in high lesval,
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Field of study.......Public Relations......Advisor's signature.......... S4GTT0 [
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